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Abstract 
  There is evidence of a considerable impulse purchasing effect in station retail 
operations which, if understood and harnessed by station retailers, could enhance 
performance. The station market is substantial and seems to offer a great potential.  
  The object of the study consists of determining current station-shopping motives by 
having respondents (train passengers solely) indicate (1) the importance of several (tangible 
and non-tangible) aspects of station shopping, as well as (2) the extent of agreement with 
statements concerning the nature of the purchase. The study has entailed an analysis of the 
general shopping motives and the travel-related shopping motives within the station of 
Utrecht Central. Stations are unique retail environments due to the environmental and 
psychological issues linked with the travel process. Travelers experience feelings of stress 
which make them react in unusual ways. Previous studies, particularly in the environmental 
psychology field, have shown that an individual's perception of, and behavior within a given 
environment are the result of emotional states created by that environment. Stress arises 
predominantly with loss of control. Station retail environments therefore differ from more 
day-to-day channels of distribution. On the basis of the above mentioned study of general 
shopping motives literature it could be concluded that in general three different types of 
shopping motives can be distinguished (Geuens, 2004): social motives, utilitarian/functional 
motives and hedonic/experiential motives.   
  A survey instrument was established which contained scales to measure shopping 
motives related to a station shopping. From the results of the questionnaire it can be 
concluded that a wide range of motives – including utilitarian, hedonic, station-atmosphere 
and station-infrastructure related – seem to drive station shopping. All motives are researched 
according to Van Hagens’ waiting experience at train stations study. This study brings time 
experience and environmental experience, namely the opportunity to shop at stations, 
together.  
   On the one hand the station atmosphere dramatizes routine shopping due to the 
element of time. If NS (Netherlands Railways) wishes to persuade more motorists to opt for 
the train, it will have to heed its customers’ perception of time. Because time plays a central 
role in the service process, a wait is considered lost time (Van Hagen, 2011).  
  On the other hand, travelers also make shopping part of their traveling. The 
consumer's shopping trips could be planned much more linked to the travel process – during 
the movement of one place to another the traveler buy food for dinner at AH to Go for 
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example. No pure social motive dimension was detected, probably due to the fact that the 
questionnaire did not contain many items probing social motives. Another reason could be 
that the station related motive incorporates some of the social motives traditionally found in 
home-grocery shopping.  
It must be noted, however, that the results of the model have to be treated with a degree of 
caution due to the fact that the analysis of factors causing the results has been measured at one 
station which could cause significant bias in the results. 
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Chapter 1: Problem Analysis and Research Proposal 
1.1. Cause of research 
 
  Retailing in a station is a considerable growth area. Nowadays stations are more than 
just places where trains take off as they have been increasing the variety of services offered to 
passengers. Several authors even believe in the ´urge to shop´ as a motivator to travel (Heung 
and Qu, 1998, Lundberg, 1976). For many train passengers no trip is complete without having 
spent time in shops. In this way stations no longer merely have the transportation of 
passengers as their sole purpose.  
  The development of retail on stations is impressive when one examines the figures and 
numbers of commercial activities on Dutch stations. The station has become a leisure 
attraction and primary destination in it is own right. The following table lists the retail 
development of stations – cumulative key year figures for 2005 till 2009. 
Table 1. Node Development and Exploitation 
 
Million Euros       2009    2008    2007     2006      2005 
 
Retail- and catering revenue (€)     330     321    291                      267           237 
Railway Stations (no.)      398     395       387                 377       390 
Real Estate development in          
gross  floor space            559.000              583.714              418.000                   24.181                  56.144 
 
Source: Annual Report NS Poort 2009 
 
 The following social developments have aided the development of these kind of 
locations(Janssen and Braun, 2005). 
  -  The increasing arousal of passengers and passer-by’s: stations are utilized to 
make quick purchases or to consume directly. 
 -   The need for retail business at new shopping locations: large retail chains see 
stations as a suitable new distribution point for their products (for instance Albert Heijn, 
Hema, Starbucks). 
  -   The commercialization of NS (Nederlandse Spoorwegen – Netherlands 
Railways):  the privatization of NS has lead to commercial performance and proximity to 
market. 
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    The NS in it is current form originated in 1995 (privatization of NS). Due to 
the fact that NS has a relative young age as a ´commercial´ company and that the core 
business of NS is mobility,  the possibilities for retail exploitation on stations are not yet fully 
utilized. The owner of the commercial exploitation rights on stations in the Netherlands is NS 
Poort, which is the real estate company of NS. NS Poort develops and redevelops locations 
and exploits buildings and property in and around stations, built in collaboration with the rail 
operator Prorail. Due to this stations are growing to become a point where mobility, business, 
education, shopping, recreation, and living all meet. The ambition is to make attractive 
stations and to generate revenue.  
  The business model of NS Poort is aimed at keeping train passengers at the station as a 
lucrative source of revenue. Despite these changes dictated by commercial activities, station 
retailing and its customers remain an area of study, which has not been fully investigated.  
 
  Over the past few years a body of scientific literature has emerged on shopping 
motives and shopping motives pertaining to grocery shopping. Despite a growing interest in 
the role of shopping motives, there is still a lack of understanding of  the ‘broader view’ of 
shopping motives (Hibbert and Tagg, 2001; p.341). A number of shopping motive studies  
have investigated and developed shopping typologies, for example Tauber (1972), Bellenger 
and Korgaonkar (1980), Westbrook and Black (1985) and Arnold and Reynolds (2003). 
  Recently, Geuens, Van Tomme and Brengman (2004) proposed an ‘airport´ shopping 
typology. Airport shopping is similar to the task orientation of traditional shopping motives, 
with the only difference being that the task is concerned with travel-related factors. There are 
several German airport studies (Volkova, 2009) which endeavor to explain the 
interrelationship between the time spent on an airport and the consumer shopping behavior by 
investigating independent variables such as: 
* structure of passenger flow (commercial revenue increases in line with passenger volume) 
* crowded environment shopping (sales are dependent on the attractiveness of the 
merchandise and the size of crowd) 
* impulse purchase behavior (stress and excitement make customers react in unusual ways) 
* airport size (larger airports offer much wider range of facilities)  
* demand versus supply side of retail space (space for commercial facilities should be 
adjusted according to passenger volumes) 
* retail location planning (location has come to be appreciated as a potential source of 
competitive advantage). 
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  Schiphol Group developed their AirportCity formula
1
, which aimed at the integral 
development of aviation and non-aviation activities. Amsterdam Schiphol Airport is the 
pioneer of this successful formula and aims to be the best airport, offering all of its visitors a 
pleasant and inspiring environment for shopping, travel, work or to visit (Schiphol Group). 
Following this success Schiphol Group expanded their operations –exploiting commercial 
activities - outside the Netherlands with direct and indirect real estate positions in the United 
States, Australia, Sweden, Italy, Aruba an Indonesia. 
 
“Surveys tell us that passengers choose to transit at Schiphol, that they see waiting time 
(getting ready to board and disembark) here as an asset,” says De Groof (AirportCity). 
 
  By making the waiting environment more pleasant, so too can the wait be perceived as 
more useful and pleasant, which in turn enhances the appreciation of the wait (Peek, 2006; 
Peek & Van Hagen, 2002) 
 
  Just like airports stations are unique environments. The element of time plays a central 
role in the service process, and as speed is of the essence, a wait is considered lost time. By 
making the waiting environment more pleasant NS can make waiting time as an asset too: 
passengers will find waiting more enjoyable and the duration of the wait will seem shorter 
(Van Hagen, 2011). With the commercialization of stations the NS is becoming increasingly 
aware that transforming the waiting time at the station into useful, enjoyable or pleasant time 
adds value to the train journey. By providing activities that people appreciate at stations, 
passengers can gain time while travelling (Van Hagen & Peek, 2003). 
 
Research (Dijst, 1995) has shown that people can ‘save’ about 13 minutes at a station by 
doing things there that they would otherwise do somewhere else on the same day, such as 
shopping or eating. This means that the actual journey time is apparently reduced and a train 
journey can compete better with the car (Van Hagen, 2011). 
 
  Van Hagen researched the ‘waiting experience at train stations’. The role of time is 
                                                     
1
 This formula was developed under the supervision of Edwin van Balken, later commercial director of NS 
Stations. 
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essential in the choice of mode of transportation. Passengers see waiting time as lost time. 
Travel time is the decisive factor in the choice of transportation.  
Passengers define the waiting experience as: ‘The degree of a pleasant wait/stay due to a 
pleasant environment and a certain feeling about the journey on the platform, at the station 
and on the train’ (Flow Resulting, 2007). This experience is divisible into two: a basic 
experience, with the focus on safety and cleanliness, and experience with the focus on 
facilities and a pleasant environment (De Bruyn & De Vries, 2009).  
  There is a role for NS to make the waiting environment more pleasant as a way of 
helping travelers to make the experience of time more agreeable. We expect that offering 
facilities such as shops and cafes and the obvious presence of staff enhance a pleasant stay.  
 
  Travel retail (marketing goods and services for those people who are en route for 
another goal), is a phenomenon which does not only occur on airports. People who travel or 
visit an attraction make purchases. It happens at petrol stations, in museums, in theme parks 
and in hospitals. And the same applies to stations. At small stations the platform is the only 
place passengers can wait, whereas at large stations they can also spend time in the main hall, 
the shops, cafes or restaurants. As mentioned previously stations offer lots of opportunities to 
exploit commercial activities. Therefore the financial value linked to non-railway activities is 
becoming more and more important, in 2011 it is even seen as core business. The following 
table lists the importance of the relationship and interaction between the financial-, 
customer/social- and transport value of NS Poort. 
 
 
 
 
 
 
 
Figure 1: Values of NS Poort 
Source: Quarterly report NS Poort Asset Management, q1 2010.   
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NS Poort fulfills in collaboration with Prorail the need of the customer by creating attractive 
stations. The creed is that satisfied train passengers will not only stay longer on a station, but 
they also will spend more (Van Hagen, 2011). The traveler expects a certain degree of 
physical comfort at the station: sheltered waiting and seating areas and food and refreshment 
facilities. If NS wishes to persuade more motorists to opt for traveling by train, it will have to 
heed its (potential) customers’ perception of time. Passengers are not just travelers, they are 
also waiting at the station for their connection. To create a pleasant environment we have to 
understand the waiting experience of the traveler. 
 
  According to Van Hagen (2011) the role of time is essential in the choice of mode of 
transportation. It has become apparent from several studies (e.g. Bovy, 1994; Van Hagen, 
Peek & Kieft, 2000; Van den Heuvel, 1997), that when making a choice between traveling by 
car of by train, people particularly weigh up the differences in reliability, travel time, 
convenience, comfort, experience and costs. The context is largely determined by the 
environment in which people wait. They perceive stimuli in the environment both consciously 
and unconsciously, which results in cognitive and emotional reactions that in turn can 
influence the evaluation of the service and people’s behaviour (Van Hagen, 2011). The 
journey should be a pleasant experience. The availability of facilities such as shops, as well as 
the visible presence of station personnel, enhances the experience (Van Hagen & Peek, 2003). 
The more activities a traveler can undertake whilst waiting, the better the waiting experience 
is evaluated. 
  This thesis will address how retail establishments at a station have an effect on 
emotions and behaviour in the station environment. Subsequently, we will discuss a 
conceptual model that presupposes that retail establishments initiate emotions that together 
with the waiting experience determine the evaluation of the station. We propose that  
passengers’ negative experience – transfer barrier - can be turned into a more positive one by 
using customer’ behaviour and needs to make station redevelopment to a success.  
 
  The insights gained from Van Hagens’ thesis can also be applied to other 
environments than just the platform, such as station shops. On the station passengers are not 
so occupied the travel process but sooner with the waiting process. This means that they can 
undertake other activities during the journey. With particularly the shopping motives of the 
train passenger being so poorly assessed by passengers, it would seem that much could be 
gained here. Some of the passengers will be utilitarian in their orientation and will want to 
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undertake serious and goal directed activities, such as preparing for a meeting (Van Hagen, 
2011). Other passengers are hedonistically oriented; they are more receptive to distraction and 
environmental stimuli and will wish to undertake activities of a more hedonic nature (Van 
Hagen 2011). It’s interesting to investigate how these motives relates to shopping in station. 
To be concrete, what induces a train passenger to make a purchase at the station? 
 
Problem analysis 
    More importantly, it is unclear by which shopping motives train passengers are 
driven when they  shop at a station, and also what different (level of) types of shoppers can be 
distinguished on a station, which would aid the optimization of the retail establishments at a 
station. Unfortunately, there is a lack of academic research about emotional purchase 
impulses among train passengers. 
 
 
1.2. Research question and Research objective 
 
  To offer new knowledge in academic literature about the travelers’ waiting experience, 
the aim of this study is to investigate the shopping motives of train passengers. This research 
consists of three parts, the first which focuses on train passengers’ opinions about traveling 
and the facilities offered by stations, the second on shopping motives (aspects of shopping and 
the nature of the product) and a third focuses on demographic characteristics.  
Thus, this research addresses the following research question: 
 
Research Question 
 
What are the main motives for train passengers to shop at station retail outlets, by which the 
customer could be better served? 
 
The goal derived from the research question, is to gain understanding of station shoppers. 
 
Research Objective 
  The objective consist of determining current station-shopping motives by having 
respondents (train passengers solely) indicate (1) the importance of several (tangible and non-
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tangible) aspects of station shopping, as well as (2) the extent of agreement with statements 
concerning the nature of the purchase. 
 
 
1.3. Justification for the research 
 
  This study can be justified on both practical and theoretical grounds. Knowledge about 
the role of shopping motives under time pressure can extend our understanding of shopping 
behavior – needs and demands of the passenger - and with a different objective, namely 
transportation and retail. Therefore, in terms of the practical application, there is a clear need 
for any study on shopping motive to broaden the base of knowledge on which the retailer on a 
station can build a competitive advantage by understanding the needs and demands of 
customers. 
  Station retailing is big business for station authorities and for many multiple retailers. 
Therefore, an understanding of how shopping motives influence the perception of a station 
environment might assist retailers to construct an appropriate strategy for improving retail 
establishment. Station shopping defines the different goals of people visiting the store, for 
instance service in the shops, wide product assortment and speed of service at the desk. These 
different goals could motivate people to interact differently with the station environment.        
While the literature of Tauber, Sheth and Bellenger and Korgaonkar has revealed the 
influence of shopping motives on retail outcome, this knowledge could be employed in 
designing the retail establishment to elicit a particular retail outcome for a station environment 
(further study). In this research an addition would be made to the airport study of Geuens et. 
al (2004), who studied passenger shopping motives and developed a typology of shoppers. 
This addition can be found in investigating the shopping motives of train passengers. 
  Pine and Gilmore have already noted that we are living in an ‘experience economy’. 
They ascertained that the services economy was transforming into an experience economy, 
i,e, the experience of the service was becoming more and more important than the functional 
qualities thereof (Pine and Gilmore, 1999). This study makes a theoretical contribution to Van 
Hagens’ ‘waiting experience at train stations’ study by researching the relationship between 
the shopping motives and the experience of shoppers of the station as a shopping destination. 
Van Hagen investigated the influence on the waiting experience of three environmental 
variables: couloured light, music and advertising & infotainment. Besides environmental 
factors also other factors play a role in how the station and the waiting time is experienced, 
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such as shopping motivational orientation. The insights gained form Van Hagen can be 
applied to station retail establishment. For example in station shops passengers who are in a 
hurry have limited time and they will thus want to orient themselves quickly, make a hasty 
purchase and remain in the control of the travel process (Van Hagen, 2011). But those who 
have more time wish to spend it leisurely and are thus more receptive for distraction.  
  This study hence tests the items of Geuens’ airport study by researching shopping 
motives. In this way we can ascertain how Geuens’ study actually works with our findings in 
a station environment. 
It will also extend the extant literature on motives, as the focus of most motives studies has 
been to develop shopping typologies. Given that consumer shopping behavior is goal directed, 
it appears highly relevant to investigate consumer shopping motives to generate additional 
insights relevant for theory and practice. 
  The methodology of this study allows for cross-validation of the measurement 
concepts. Most of the concepts, such as the measurement of shopping motives related to the 
infrastructure and atmosphere of the airport, were investigated in airport studies. It will be of 
interest to see if the measurements are consistent across another travel-related environment, 
namely a station.   
 
 
1.4. Methodological approach 
 
  The research focuses on the existence of (general and) travel related shopping motives 
and the extent of their influence on the shopping behavior of the train passenger in a railway 
environment. As these research problems are exploratory in nature and as they rely on 
deductive inquiry, this study adopts a quantitative approach.  
   
  The data was collected in the period from February 2011 till March 2011 at the station 
platforms of Utrecht Central Station. The main advantage of this location is that here one only 
encounters train passengers  to question. The use of actual shoppers ensures a realistic 
application of the study and avoids the effect of artificial manipulation (Doyle and Gidengil, 
1977). However, there are many variables that could not be controlled in this study, such as 
pre-existing images and emotions.  
   
  Variables will be measured using previously developed instruments. The questionnaire 
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is based on the study by Geuens, Van Tomme and Brengman (2004). The main advantage of 
using existing instruments is that they have already been tested (De Vaus, 2002). However, 
validity and reliability tests are also applied to these scales. The questionnaire is designed to 
measure the same items for station shoppers. 
 
 
1.5. Structure outline of the thesis 
 
 
Problem Analysis  
 
 
 
  
                 
 
 
 
 
 Figure 2: Structure outline thesis. 
   
  Considering its importance, however, there are no documented studies on actual 
shopping motives in stations. This paper, therefore, reports on the findings of a questionnaire 
of 150 passengers visiting Utrecht Central Station. Following the literature study, the 
methodology is described, the findings are summarized (the motives for shopping on a 
station) and discussed. We will now move to the theory in which we will seek an answer to 
the question how from a theoretical framework we can optimally research the shopping 
motives of passengers in order to make the wait more pleasant. 
Literature study (key article: airport shopping) 
*Shopping and the individual 
*Shopping in a travel-related environment 
Shopping Motives of Train 
Passengers (to test the RQ) 
 
Conclusion & Recommendation 
Questionnaire Station Shopper 
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Chapter 2: Literature Review 
2.1. Introduction – Shopping in a railway environment 
 
  Despite the acknowledged importance of shopping motives, they have received little 
attention in the literature on public transportation and retailing (travel retail). Most of the 
‘shopping’ studies focus on the general shopping motives of consumers (Tauber, 1972; 
Bellenger and Korgaonkar, 1980; Westbrook and Black, 1985) and provide the theoretical 
basis for an examination of the underlying reasons for the shopping motives of people. These 
studies aid the understanding of the needs and demands of consumers during the shopping 
process, but they are primarily  focused on the more day-to-day physical channels of 
distribution like shopping centers and shopping malls. In contrast to these standard 
distribution channels, stations are unique retail environments due to the environmental and 
psychological issues linked with the travel process. Retail on stations is considered by many 
retail commentators to be a niche market and a relatively recent development. 
  A figure could be developed on the ground of  these three dimensions that  provides 
the basis for answering the research question ‘What are the main motives of train passengers 
to shop at station retail outlets’: 
- shopping and the individual: general shopping motives; 
- shopping in a travel-related context; general and travel-related motives; 
- the shopping environment: shopping in a station (in this case Utrecht Central Station). 
 
 
 
 
 
 
 
 
 
Figure 3: Basis for shopping at station retail outlets. 
Shopping in a Station Setting 
Shopping in a Travel-Related Context: general and travel-related 
shopping motives 
Shopping and the Individual: general shopping 
motives 
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  First shopping and the individual are described. To answer the question ´why do 
people shop´ the general shopping motives have to be researched, which is the theoretical 
foundation for this research. Secondly the focus moves from day-to-day shopping 
environments to today’s  travel-related shopping environment. The station shopping 
environment of Utrecht Central will be described, after which the items pertaining  to travel-
related shopping will be researched. 
 
 
2.2. Shopping and the Individual 
 
 
 
 
 
 
 
2.2.2. Shopping and the individual - General shopping motives 
 
  The study of shopping motives (also known as shopping needs or shopping 
orientations) represents a fairly mature area of research in retailing (Gröppel-Klein, 1999). 
Shopping motives have been widely accepted as a theoretical foundation to understand 
consumer outcomes (e.g., Childers et al., 2001, Dawson et al., 1990Dawson et al., 1990, 
Eastlick and Feinberg, 1999 and Sheth, 1983). Consistent with Sheth (1983), Childers et al. 
(2001), and so forth, we conceptualize shopping motives as consumers’ needs and wants 
related to the choice of retail outlet. 
  One of the first researchers to investigate shopping motives was Tauber (1972). In his 
early studies Tauber distinguished motives into two groups. Tauber hypothesized a number of 
‘personal motives’ for  shopping, including role playing (being a good housewife), diversion 
(recreation), self-gratification (to alleviate depression, boredom or loneliness, to buy 
‘something nice’ for oneself when depressed), learning about new trends (information 
Shopping in a Station Setting 
 
Shopping in a Travel-Related Context 
Shopping and the Individual: general shopping 
motives 
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seeking), and physical activity (a walk round the shops). He also hypothesized  about what he 
termed ‘social motives’ for shopping, including social experience outside the home, 
communication with others, peer group attraction (‘hanging out’), status and authority (in the 
sense of being waited on by store personnel) and the pleasure of bargaining.  
  According to Westbrook and Black (1985) the major contribution of Tauber is the 
insight that shopping occurs not only for the reason of acquiring goods, but also for satisfying 
social and personal needs. Westbrook and Black suggest that human behavior is ´the product 
of both internal need states and external stimuli´. More specifically, they propose that 
shopping behavior arises for one of the following three reasons: 
- to acquire the products for which needs are experienced (product-oriented); 
- to service needs which are unrelated to the product (hedonic), or; 
- both to acquire the desired product and to provide satisfaction for additional non-
product-related needs. 
Not every customer has the same needs during the consumption of service. In the 
retail sector a differentiation is made between utilitarian and hedonic consumers. Utilitarian 
consumers are task- and goal-oriented shoppers who are happy when they accomplish their 
goal (Van Hagen, 2011). Hedonic consumers value shopping as an activity in itself; shopping 
is a pleasant and meaningful experience, regardless of any purchase (Babin, Chebat & 
Michon, 2003; Batra & Ahtola, 1991; Wakefield & Blodgett, 1994). Utilitarian consumers 
experience an environment differently to hedonic consumers.  
  Shopping research has long focused on the utilitarian shopping motives, which have 
often been characterized as task-related and rational (Batra and Ahtola, 1991). However, 
traditional product acquisition may not fully reflect the totality of shopping experience (Bloch 
and Richins, 1993). Shopping also may be a means of social contact for lonely people 
(Forman and Sriram, 1991), or a way of satisfying experiential or emotional needs. How 
people feel about shopping, and therefore why they buy, is determined by who they are, 
where they live and the type of shopping they engage in (Carr, 1990). Dawson, Bloch and 
Ridgway (1990) classified shopping motives in experiential (watching other people, enjoying 
the crowd, meeting new people etc.) and product-related needs (finding new or unique 
products, seeing new things etc.).      
  Sheth (1983) distinguishes functional (utilitarian) and non-functional (hedonic) 
motives. Functional motives pertain to tangible aspects such as product assortment, product 
quality, convenience, price etc., while non-functional motives comprise non-tangible aspects 
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(such as store clientele, store reputation and promotions), social motives (social interaction 
etc.) and personal motives (enjoyable experiences). Newby (1993) distinguishes between 
functional shopping activity and leisure shopping activity, regarding them as two opposite 
ends of spectrum of categories of shopping behavior. Leisure shoppers, Newby argues, value 
differences and the unexpected. They do not follow the established shopping routes which 
characterize functional shopping. Both the shopping routes and purchasing behaviors are 
likely to result from opportunities and impulses. 
  According to Bellenger and Korgaonkar (1980) shopping is motivated by the process 
and enjoyment of the shopping experience itself, independent of product-specific or other 
task-related objectives. Hedonic shopping motives are similar to the task of orientation of 
utilitarian shopping motives, only the ´task´ is concerned with facets of behavior that relate to 
the multisensory, fantasy, and emotive aspects of consumption (Babin et al., 1994; Holbrook 
and Hirschman, 1982). While all motives can be described as containing both hedonic and 
utilitarian elements, Westbrook and Black (1985) note that some are more utilitarian in nature 
while others are more hedonic.  
   Based on the above mentioned  consumer motives for shopping, the theoretical basis 
for an examination of the underlying reasons for  the shopping motives of people is provided. 
 
Recapitulation 
  On the basis of above mentioned study of general literature on shopping motives it 
could be concluded that in general three different types of shopping motives can be 
distinguished (Geuens, 2004): social motives, utilitarian/functional motives and 
hedonic/experiential motives. Utilitarian motives pertain to tangible aspects such as product 
assortment, product quality, convenience, price etc. Social motives reflect social experience 
outside the home, communication with others, peer group attraction (‘hanging out’), status 
and authority (in the sense of being waited on by store personnel) and the pleasure of 
bargaining. Hedonic shopping motives relate to the multisensory, fantasy, and emotive 
aspects of consumption. 
  Although these general shopping motives are found in traditional – day to day 
channels of distribution - there is no reason to assume that these shopping motives would not 
also be present in a travel-related environment.  
 
 
 20 
2.3. Shopping in a travel-related context 
  
 
 
 
 
 
 
 2.3.1. Introduction 
 
  Although early research findings typically referred to the context of shopping at day-
to-day distribution channels (retail store outlets), over the years shopping motives have been 
related to various store outlets in other contexts. In line with the traditional view on shopping 
motives, some researchers have viewed the situation differently and have specifically 
examined shopping motives in particular environments. Within the retail industry there is a 
shift towards more travel-related retail environments, like airports, stations, and passenger 
terminals. 
  For instance, the services provided by an airport can be broadly categorised into 
aeronautical and non-aeronautical (or commercial). Revenues from aeronautical services 
mainly encompass aircraft landing, parking and passenger charges, while revenues from all 
other sources are classed as non-aeronautical. For many airports, commercial activities are 
central to their future economic viability and a prerequisite to growth (Torres, Dominquez, 
Valdes and Ava). Non-aeronautical investments (like the commercialization of retail) at 
modern international airports generally achieve higher commercial productivity and generate 
more revenue than aeronautical investments. Terminal-based retailing has been so successful 
that many operators have expanded their retailing facilities to improve airport revenues 
(Perng, Chow and Liao, 2010). 
  Airport shopping can be considered as a specific type of in-store shopping where 
grocery products as clothing, are sold next to several other types of products. The most 
common commercial outlets and activities found at the airport are convenience stores, 
speciality stores, duty-free shops, food and beverage services, passenger service facilities, 
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leisure facilities and airport advertising or telephone services. Therefore, airport shopping can 
be seen as a mix of grocery, clothing and other types of shopping.  
  Travel retail contrasts with the day-to-day routine, since consumers experience 
environmental and psychological issues linked to the travel process. Airport retailing is 
generally in an enclosed shopping environment, and departure passengers experience several 
phases within this environment – parking, departure hall, ticketing area, passport check hall, 
security, and boarding. 
  Next to the motives linked to the day-to-day routine and that of being out-of-place 
(which are both inherently connected to traveling), more general motives pertaining to home-, 
grocery and apparel shopping as well as more specific travel-related motives may also be 
expected. Before describing the travel-related motives for shopping, the general shopping 
motives are first described in a travel-related context in accordance with the three different 
types of general motives (Geuens), namely: utilitarian, hedonic and social.  
 
 
2.3.2. General shopping motives in a travel-related context 
 
  In the general shopping motives literature study Westbrook and Black proposed that 
shopping behavior arises for one of three reasons, namely: 
- to acquire the products for which needs are experienced (product-oriented); 
- to service needs which are unrelated to the product (experiential), or; 
- both to acquire the desired product and to provide satisfaction for additional non-
product-related needs. 
Applied to airport settings, an example of (1) would be to purchase of suntan cream which a 
passenger had forgotten to pack. An example of (2) would be a passenger shopping to relieve 
the boredom of waiting. An example of (3) would be a decision to purchase perfume, coupled 
with the pleasurable activity of trying the samples. 
   In this paragraph these general shopping motives will be described in an airport 
context. Previously in paragraph 2.1.1 it was noted that on basis of the study of general 
shopping motives literature it could be concluded that in general three different types of 
shopping motives can be distinguished:  
- utilitarian motives; 
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- social motives; 
- hedonic motives. 
  First of all, an airport can trigger several utilitarian motives such as a good price, 
convenience, product assortment, and quality shopping. Prices at airports are still cheaper than 
in regular shops (except for liquors, cigarettes and electronics) due to the Travel Value 
system
2
. Therefore, airport consumers may be price driven. Secondly, the presence of shops at 
the airport is very convenient for the traveler. It allows him or her to buy food or other travel 
goods at any time. A third factor is the large and varied range of products ,with an offering of 
both international brands and local specialties. As most products are well-known international 
brands, quality is usually assured. Qualitatively seen, consumers have more faith in airport 
products than in products of local souvenir shops.  
  Also social motives can be expected to appear in an airport context: meeting other 
people, communicating with others that share similar interests, affiliating with peer groups, 
interaction with salespeople etc. For some people traveling causes feelings of insecurity, fear 
or excitement, leading them to search for comforting, reassuring and encouraging behavior 
from salespeople (Dube and Menon, 2000). 
  Hedonic motives are mainly of significant importance if travelers are shopping in 
function of the surrounding atmosphere and the environment. The conclusions of a multitude 
of studies on atmospherics unequivocally point to the fact that the atmosphere is often more a 
determining factor for the purchase decision than the product itself (Kotler, 1973; Spies, 
Hesse and Loesch, 1997). Consumers want a store atmosphere conducive to fun and 
seduction. Promotions, demonstrations and tasting of products should be part of the shopping 
experience, as well as the possibility to discover new products. It has been shown that the use 
of airport offerings is characterized by impulse purchases (Sulzmaier, 2001), which indicates 
the influence of the surrounding atmosphere and the environment.  
 
 
 
 
 
                                                     
2
  The Travel Value concept stands for the travel value of a product and serves as a substitute for the well-known tax-
free concept. It can be defined as ‘‘doing purchases while travelling, at a price that is cheaper than in regular shops’’. Its main 
function is to limit the losses in turnover due to the abolition of tax-free and duty-free shopping for intra-European flights. 
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2.3.3. Travel-related shopping motives in a travel-related context 
 
  Several authors believe that shopping is one of the most popular tourist activities 
because it satisfies part of people’s need for leisure and tourism (Kent, Shock, & Snow, 
1983). Shopping is viewed as a form of recreation that provides enjoyment and relaxation 
(Bussey, 1987; Gratton and Taylor, 1987; Timothy and Butler, 1995). According to Timothy 
and Butler outbound shopping for passengers is one of the most popular tourist activities that 
can satisfy the human need for enjoyment and leisure. Besides utilitarian, hedonic and social 
motives, which are encountered in traditional in-store shopping situation, travel-related 
motives also exist. 
  Travelers may shop for various reasons. They may shop for education, self-expression, 
social interaction or recreation, all of which are plausible in an airport setting. The break from 
the everyday routine can be achieved by dramatizing the ordinary in the form of shopping 
malls and themed environments. Nowadays, tourist attractions of the past like historical sites, 
nature and large commercial cities have been overtaken in importance by new attractions such 
as leisure parks and large malls (Urry, 1995; Rojek & Urry, 1997). The airport mall is a 
specific combination of a wide variety of traditional as well as more exotic stimuli and 
situations, which may evoke different motives.  
Tourism and leisure activities are dictated by two motivation structures: 
-  the wish to experience contrast to day-to-day or ordinary life routines and; 
-  the wish to be out-of-place.  
   These motives are almost inherent to traveling and can be considered to be present the 
moment one starts traveling. At an airport, especially holiday or leisure travelers (contrary to 
business travelers) are motivated for tourism and leisure because they spend most of their 
time in the terminal. Because of the interrelationship between tourism and shopping, airport 
policymakers no longer consider the transportation of passengers as the sole purpose of an 
airport. They believe that an airport can be a leisure attraction and primary destination in its 
own right (Freathy & O’Connell, 1999). We expect that customers will value waiting in a 
more functional environment, such as an airport, differently to waiting in a more hedonic 
context, such as a museum. Moreover, we expect time-bound aspects to be more important 
with services purchased from a utilitarian perspective, just as we expect that pressure of time 
is less relevant with services consumed from a hedonic perspective (Van Hagen, 2012). 
Retailers also realized that waiting passengers could become a lucrative source of revenue and 
increased their involvement in airports in general and in departure lounges in particular 
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(Rowley & Slack, 1999). Torres et al. (2005) explored the influence of waiting time on 
expenditures at Asturias Airport, Spain in 2001 and found that the average waiting time of 
passengers at the airport was 89.6 min, although vacationers had a longer average waiting 
time (93.6 min) than business travelers (82.3 min). The more time spent at an airport, the 
more expenditures were made. Thomas (1997) found that once passengers have their boarding 
passes, their tension is relieved and replaced by excitement, in what is called the opponent-
process theory of emotion. This excitement period of ‘happy hour’ allows travelers to spend 
their free time before flight departure shopping or browsing.  
 Nevertheless, other more specific travel-related motives may be expected, namely: 
 - shopping motives related to the atmosphere of the travel-related environment. 
 - shopping motives related to the infrastructure of the travel-related environment. 
   First of all an airport can trigger several atmosphere related shopping motives, such as 
impulse purchase, preplanned purchase, and purchase out of boredom. It is well known that a 
substantial part of purchases in an airport are not planned, but made on impulse. Impulse 
buying tendency may be defined as ‘the degree to which an individual is likely to make 
unintended, immediate, and unreflective purchase’ (Jones et al., 2003, p. 506). Understanding 
and managing these impulses can increase retail revenue significantly.  
  Impulse buying covers many forms of non-rational purchase behavior. It is mostly 
associated with ‘an unplanned and sudden purchase, which is initiated on the spot’ 
(Verplanken and Herabadi, 2001). According to Jones et al. (2003) impulse buying is 
unreflective and the purchase is made without engaging in a great deal of evaluation. The 
individual’s attention is focused on the instantaneous satisfaction of responding to the urge to 
buy. Consistent with general impulsiveness, impulsive buying is immediate (Rook and Fisher, 
1995). The decision to buy is made at a fast pace, and the time span from seeing the product 
to buying it is very short. Therefore, the person is not likely to delay the purchase in order to 
acquire more information, seek advice or to undertake  comparison shopping. A shopping trip 
to a supermarket requires a certain degree of planning. Purchasing at speciality stores can be 
viewed more as impulsive behavior. 
  It is also well known that part of the purchases are pre-planned. Passengers shop on 
airports because they are familiar with the attractive prices due to the Travel Value system. 
Due to the fact that large retail chains are more and more  starting to take position in travel-
related environments, specific shopping environments like airports and stations are becoming 
shopping malls. This means that for consumers shopping trips could be much more planned to 
be linked to the travel process.  
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  Several authors agree that the shopping and purchasing habits of a tourist often vary 
considerably from his/her normal pattern at home (Timothy & Butler, 1995; Brown, 1992). 
For example, as said an important difference between a traditional and an airport environment 
is the waiting time. Waiting travelers shop because they are bored and seek entertainment in 
shopping (Rowley & Slack, 1999). 
  Organizations, such as NS, that serve both utilitarian and hedonic customers, could 
develop a two-track policy with which both customer groups feel welcome. This is possible 
by emphasizing the efficiency of services and by offering little distraction in areas where 
functionality is central, such as the transfer areas (Van Hagen, 2011). Hedonic customers pay 
less attention to the efficiency of the service process yet really value a lively environment. So, 
by offering them this, also hedonic customers will enjoy their stay. 
  The other specific travel-related shopping motive relates to the infrastructure of the 
travel environment, namely: service in the shops and speed of service at the desk. 
With service in the shops we mean the service delivered in airport shops related to 
multilingual communication, high speed service, professional advice, etc. (Rowe, 1999). How 
waiting time is experienced depends predominantly on unconscious processes that can be 
primed by relatively cheap interventions like these (A. Pruyn, 2010). These items relating to 
the infrastructure of the station implicate that environmental factors do not act in isolation but 
interact with customer’s needs to create the overall experience of the service setting. When 
passengers are in a hurry for example, and have to wait for their service, they experience 
much arousal and little pleasure, with stress as a result (Van Hagen, 2011). 
 
 
Recapitulation 
  On the one hand travel-related shopping seems to be driven by traditional needs such 
utilitarian and hedonic motives and on the other hand by travel-related motives. The travel-
related motives encompass the previously mentioned motives ‘to desire contrast to day-to-day 
experience’ and ‘to be out of place’, this is why the airport atmosphere and infrastructure aims 
to dramatizes routine shopping and make tourists feel out-of-place. 
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Shopping in a Station Setting 
 
2.4. Shopping in a station setting 
 
 
 
 
 
 
 
    Stations have access to a very attractive market of consumers. They have the 
key to this market and that is their monopoly. For retailers this market is a dream. What does 
the retailers’ dream look like? A place where millions of people are guaranteed to pass by, 
who are guaranteed to stay for a while, who are guaranteed to be in a mood to buy and who 
have money in their pockets to buy.   
  Station shopping can be considered as a specific type of in-store shopping, where 
convenience products as well as media, are sold next to several other types of products. The 
most common commercial outlets and activities found at the station are convenience stores, 
speciality stores, food and beverage services, passenger service facilities and station 
advertising. However, some stations go even further to maximize the revenues, like Utrecht 
Central and Amsterdam Central station where large retail chains are established. Today you 
can shop at HEMA
3
 and Albert Heijn to Go
4
, and have a drink at Starbucks at these stations. 
  Stations are considered as attractive and lucrative retailing centers due to the high 
guaranteed footfall, high sales per area and the fact that they have what is considered to be a 
‘captive’ audience. This is especially the case with passengers as they are forced to stay in the 
station environment if their departing train is delayed,  they miss their planned train or they 
can be  delayed to enter the platform. The relationship between the quality of the commercial 
                                                     
3
  Hema is a Dutch dime-store chain. The chain is characterized by relative low pricing of generic 
housewares, which are mostly produced by the chain itself, often with an original design. 
4
  Albert Heijn B.V. is a supermarket chain founded in 1887 in Oostzaan, the Netherlands. The stores are 
full service supermarkets known for their focus on quality stores and products. AH to Go, which is the small 
convenience store of Albert Heijn, is located for example near railway stations. 
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services offered, the nature of the services, and the time that the customer has to consume the 
offered products influences the level of commercial activities. A dilemma when increasing the 
value of the stay experience is that customers must be able to feel comfortable without 
forgetting about the time. Only when they are certain they have the process under control, will 
they ease up on the time and be more receptive to environmental stimuli (Schiphol, KLM, 
NS). 
 
  Within station retailing, each type of traveler - the potential customers - is in a unique 
frame of mind which has an extremely important effect on consumer shopping behavior: 
‘after the pressure of getting to the station on time or to change trains within a reasonable 
time most travelers find themselves in limbo, isolated from everyday references’ (Lamacraft, 
1998) 
 
  After an extensive literature review, the following shopping motives are extracted as 
potentially relevant for shopping in a station and thus these are included in this study: 
 
Travel-related shopping motives: 
- motives related to station-atmosphere: impulse purchase, preplanned purchase, 
purchase out of boredom and purchase influenced by the surrounding atmosphere; 
-  motives related to railway-station infrastructure: service in the shops 
 
General shopping motives: 
-  hedonic motives: promotion/demonstration and buying to indulge yourself; 
-  utilitarian motives: convenience, price, quality and product assortment. 
 
With the accent on shopping, because railway passengers not only shop but they are also 
grazing. Grazing (or snacking) is fast becoming the American way of eating according to 
nutritionists. ‘Since everyone is always rushing around in a hurry these days, there is often no 
time for three square meals. So grazing on mini-meals becomes important, ‘ says Marilyn 
Stephenson.  
 
Figure 2 depicts the conceptual framework between the exogenous construct: station 
shopping; and four endogenous constructs: station atmosphere, station infrastructure, 
utilitarian and hedonic related shopping motives. 
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Figure 2: Conceptual Framework 
Exogenous construct            Dimensions           Endogenous constructs              
 
  
     
    
 
 
 
Source: own research 
 
  Thus a station has an atmosphere related dimension consisting of the following items: 
Impulse purchase, Pre-planned purchase, and Purchase out of boredom. 
 
Impulse purchase 
  Stations are unique retail environments, travelers experience feelings of anxiety, stress 
and excitement which make customers react in unusual ways. Impulse purchase is a situation 
where there is no intent to buy a specific brand, or even from the category, prior to entering 
the store (Cobb and Hoyer, 1986). Time pressure, consumer’s economic position, social 
visibility and even the shopping impulse itself can trigger the need to evaluate a prospective 
impulse purchase quickly (Loewenstein, 1991). Crawford and Melewar (2003) also pointed 
out that the impulse effects will differ significantly between customer segments due to both 
the psychological effects of the travel experience and the existence of normative traits. As 
stations have become larger and the distance between the station hall and the platforms has 
becomes larger, the level of anxiety for travelers, whose objective is to get straight to the 
platform, has raised  
  In general terms, the multiplicity of motives which underpin shopping activity (Foxall 
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and Goldsmith, 1994) are likely to also apply to the setting of a station. Additionally, train 
passengers are a captive audience and their emotions are likely to be high. At stations besides 
goal-oriented travelers there are also those with hedonic motives who experience a succession 
of emotions during their stay (Van Hagen, 2011). Thomas (1997) points to two emotional 
shifts that affect the buying habit. One is an increase in stress levels because customers are not 
in their daily routine. The other is an increase in levels of anticipation and excitement. It could 
further be expected that after passengers enter the platform, stress levels are lower.  
  Retailers must create an environment that minimizes inherent stress and accentuates or 
at least maintains natural levels of excitement, whilst also virtuously motivating impulse 
purchasing by reducing or eliminating barriers to purchase. If information is given on the 
expected duration of the wait, then the customer knows what to expect, his stress levels will 
decrease and he can focus his attention on other activities which in turn means his time will be 
efficiently spent after all (Taylor, 1994). In a hurried and stressed situation time goes too fast 
for people; basically they have too little time at the moment that is inopportune for them 
(Klein, 2007). It is crucial to establish retail outlets directly alongside the passenger flow. By 
suction of these must-see shops the consumer will be more easily attracted to the signals of 
the surrounding impulse shops. What follows is a ‘bouncing’ from one impulse to the other,  
the so called ‘pinball-effect’. 
 
Preplanned purchase 
  Part of the purchases made on a station is preplanned. Passengers shop at stations 
because they are familiar with the retail chains established in a certain station. Because of the 
fact that large retail chains more and more taking position in the larger stations like Utrecht 
Central station and Amsterdam Central station, consumers shopping trips could be much more 
planned to be linked to the travel process. The preplanned purchases will mostly be made by 
‘unstressed’ passengers. Most of the time these are food-, drink-, media- and cosmetics-
purchases. 
  We all travel, as our economically well-being is fine, and we as are with more people 
and the velocity of transportation is considerably higher. Today we do not only transfer more 
often, but also travel over longer distances. With the increasing supply of retail on stations, 
preplanned purchases are becoming part of the travel process. 
 
Purchase out of boredom 
  An important difference between a traditional and a railway environment is the 
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waiting time. Waiting travelers shop because they are bored and seek entertainment in 
shopping (Rowley & Slack, 1999). The main reason for people to be at the station is that they 
have to catch a train and not because they have to do some shopping. However, while waiting, 
passengers could be induced to shop because they are bored. 
Second, the travel-related motives with a station-infrastructure related dimension consists of 
the following items: service in the shops and speed of service at the desk. 
 
 Service in the shops 
  Travelers, who experience time pressure may opt to spend as little time as possible 
shopping. They will therefore focus on selecting the store that would take the least amount of 
their time. Large retailers like AH to Go have their advantages with large product 
assortments, but further considerations shows that it also has some disadvantages. At first, 
going to the supermarket may be more confusing than going to a speciality store, due to the 
larger product assortment. So, it may lead to a greater time use. Secondly the consumer may 
also be more enticed to make an impulse purchase, which takes up time.  
  Because of the many small pick-up items around the counter, which delay the progress 
of the queue, speed of service at the desk becomes an important factor for the traveler. Station 
shoppers are time conscious, so the time spent at the desk has to be at a minimum.  
The more activities (s)he can undertake whilst waiting, the better the waiting experience is 
evaluated. Deploying extra staff or self-service technology, such as a ticketmachine, increases 
the speed of the service process and shortens the objective waiting time (Van Hagen, 2011). 
 
H1:   Station shopping  is driven by travel-related motives (station-infrastructure- and 
atmosphere related dimensions) 
 
The general shopping motives consist of a hedonic dimension with items loading high on 
‘promotions’ and ‘buying to indulge yourself’. 
  
Promotion/demonstration 
  Additional promotional gadgets and small presents often make station shopping more 
desirable and prestigious than shopping in the local retail outlet stores (Geuens, 2004). As 
said hedonic customers are out to enjoy, are more relaxed, pay less attention to time and are 
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more receptive to environmental stimuli (Van Hagen, 2011). This customers are more 
receptive to all kinds of environmental stimuli and distractions. They are more relaxed and 
want (and are able) to forget time (Van Hagen, 2011). 
 
Indulge purchase 
  The retail shopping experience is often considered a shopping motive unto itself (e.g. 
Bellenger and Korgaonkar, 1980; Dawson et al., 1990; Bendapudi and Berry, 1997). The 
travel-related shopper has been defined in the literature as one who enjoys shopping as a 
leisure-based activity, spends more time per shopping trip on average, considers store décor 
an important patronage decision, and is more impulsive, e.g. tends to make unplanned 
purchases (Bellenger and Korgaonkar, 1980). Tauber (1972) identified a variety of 
psychosocial needs related to shopping behavior, one of which was that certain shoppers 
received sensory stimulation from the retail environment. According to Bellenger and 
Korgaonkar (1980), this type of shopper is motivated by the process and enjoyment of the 
shopping experience itself, independent of product-specific or other task-directed objectives.  
 
Purchase influenced by the surrounding atmosphere 
This motive is almost inherent to traveling and can be considered to be present the moment 
one starts traveling. Finally, it has been shown that the use of airport offerings is characterized 
by impulse purchases (Sulzmaier, 2001), which indicates the inﬂuence of the surrounding 
atmosphere and the environment.  
 
H2:   Station shopping is driven by hedonic shopping motives 
 
An utilitarian dimension relating to the item's convenience, price, quality and product 
assortment. 
 
Convenience 
Numerous shopping motive studies (Stephenson and Willett, 1969; Darden and Ashton, 1975; 
Williams et al., 1978; Bellenger and Korgaonkar, 1980; Eastlick and Feinberg, 1999) have 
identified convenience as a distinct motive for store choice in a travel-related setting. 
Bellenger and Korgaonkar (1980) characterized the convenience shopper as one who selects 
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stores based upon time or effort settings.  
 
Price 
Travelers who are considered to be price conscious will in general be more likely to frequent 
formats that emphasize low prices. Ah to Go is capable of keeping a lower price level of food 
products compared with speciality stores like, De Brooodzaak or Julia’s5 (with a small remark 
that there are price differences for food for now and food for later). Low-price shoppers are in 
terms of shopping time-rich and neither socially nor experientially interested. 
 
Quality 
Consumers who are primarily focused on the product-oriented factor, appreciate the quality of 
the products.  The results of the questionnaires indicate that they bought more items than 
those who only wanted to be stimulated by the market atmosphere. These results suggest that 
consumers focus on different aspects of the shopping environment according to their pre-
existing shopping motives. 
 
Product assortment 
  Product assortment decisions are one of the most important decisions facing retailers 
(Kahn, 1999). Retailers have to decide on the breadth of product assortment (narrow or 
wide), the depth of assortment (deep or shallow) and the quality of items to carry (high or 
low) (Kahn). The right assortment and the manner in which it is presented can satisfy a 
customer’s existing wants, shape consumer preferences, and affect whether and what they will 
purchase (Simonson, 1999).  
  Greater variety in station retail outlets helps a retailer to attract more consumers, and 
also to persuade them to make purchases whilst in the store. Because most of the outlets are 
franchised, NS Poort can combine the railway station knowledge with the knowledge of the 
franchisee. Retailers that offer larger variety in product categories, like AH to Go and HEMA, 
improve shopping convenience, make it easier to minimize costs (e.g. travel time, effort) 
associated with a shopping trip and alleviate the shopping task (e.g. by increasing comparison 
shopping). Travelers use AH to Go and HEMA to purchase their meal, which minimizes their 
                                                     
5
  Both fresh food retail outlet stores. 
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effort and time.  
 
H3:   Station shopping is driven by utilitarian shopping motives 
 
 
Recapitulation 
  Three hypotheses are proposed according to the above literature review. Previous 
researchers reveal that shopping in a travel-related environment has been influenced by 
general shopping motives and travel-related shopping motives (Geuens etc.). More 
specifically, shopping in a station has been driven by travel related (atmosphere and 
infrastructure related), utilitarian and hedonic motives. Figure 3 depicts the hypothetical 
causal relationship between the exogenous construct: shopping in a station, and three 
endogenous constructs: travel-related motives, utilitarian motives and hedonic motives. 
Figure 3: The theoretical proposed model 
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Chapter 3: Research Methodology 
3.1. Population/ respondents 
  Considering the research question in chapter one, the quantitative research is aimed at 
the Dutch train passenger who has Utrecht Central station as starting point or final destination. 
This target group forms the total population for my research. No reward was granted for 
participating. In total 150 Dutch train passengers completed the questionnaire, of which 50 
(33,33%) were female and 100 (66,67%) male. Approximately 71% of the respondents were 
aged between 20 and 39. With reference to the capacity of the travelers, 37% of the 
respondents were business travelers,  55% student and 8% leisure. 
 
3.2. Setting – Utrecht Central Station 
  The station of Utrecht Central is owned by NS Poort, the real estate company of NS. 
With a throughput of approximately 55 million travelers a year it is the largest and most 
important station in the Netherlands. Each workday 170.000 travelers board and disembark at 
the platforms of this station. Also in terms of size, Utrecht Central is the second largest station 
with 4000 square meters of property (terminal). 
  The station counts 14 platforms and the stationary hall possesses 3000 square meters 
with retail. The following plan lists the retail outlet stores established at Utrecht Central 
station: 
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Retail is regarded as a vital contributor to the station’s revenue. Graph 4-11 shows the 
relationship between retail turnover per passenger and retail turnover per square meter at retail 
outlets at stations. By using this method of comparison the total area of the station and the 
number of passengers at a station becomes less important. An interesting fact demonstrated by 
the graph is that there is a declining trend at around €14.000/m². This means that Utrecht 
Centraal (in graph UT) is in fact too crowded, which  results in a lower spending per traveler. 
 
 
 
   
  Beside the fact that it is the biggest junction station in the Netherlands, where 
international, national and local services all call, Utrecht Central is the busiest transfer station 
in the Netherlands. Throughput is predicted to reach more than 70 million of travelers in 
2020.  
  When we specifically look at train passengers, we see that stations have a highly 
defined group of customers in a micro environment which can be thoroughly researched.  In 
the following table the type of travelers and the frequency of presentation are given. 
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Table 2: Type of travelers and frequency of presentation (NS Poort 2010 – Asset development) 
 
   
 
 
 
 
 
 
 
3.3. Measures 
 
  A survey instrument was established which contained scales to measure shopping 
motives related to a station shopping. Indicator variables were derived from the literature and 
modified to fit the needs of the current research. All constructs were captured using different 
scales. Indicator variables for all latent constructs are listed in the Appendix 2 (code of data). 
For that very reason part 1 of the questionnaire (question 1 till 12) in this questionnaire make 
use of (1) a 5-point Likert-scale ranging from 1= total disagreement till 5= total agreement 
and (2) a 5-point Semantic Differential. All scales for shopping motives were developed 
based on Geuens, Vantomme and Brengman (2004). 
  The Likert type scale contains five items that were intended to tap into general aspects 
of shopping at stations: (1) Shopping at the station is part of traveling, (2) Prices at the station 
are attractive, (3) Stations should not resemble shopping malls, (4) I compare prices in the 
station with prices in the city and (5) I like pondering in shops without buying. 
  The semantic differential contains following poles: (1) Stations are merely terminuses 
for trains versus stations need to continue developing commercial activities, (2) Station shops 
should offer the widest range of products possible versus station shops should continue 
offering mainly convenience goods, (3) Station shops have to be centralized at one point 
versus station shops must be spread  throughout the building or located near the platform, (4) 
Traveling by train remains expensive versus train tickets have to become inexpensive, (5) 
Traveling by train is very relaxing versus traveling by train excites me and/or makes me 
nervous, (6) The time to shop is too short versus the time between entering the station and 
entering the platform is long enough to shop, (7) My purchases are pre-planned versus my 
Type of 
traveler 
% of the total 
population 
Student 44 % 
Business 35 % 
Leisure 21 % 
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purchases are impulsive. 
  Shopping motives are measured by means of (1) a 9-item scale concerning tangible 
and non-tangible aspects of station shopping and (2) a 5-item scale on the nature of the 
purchase. For the 9-item scale, respondents have to indicate the importance of each item on a 
10 point scale (the higher the score, the more important the criterion). The scale includes the 
following items: convenience, attractive prices, service in the shops, wide product assortment, 
crowded shops, speed of service at the desk, quality of goods offered, possibility to buy 
promotions and demonstrations, buying to indulge yourself. 
The first scale method for quantitative research will be used to measure opinions and attitudes 
of respondents and features itself by proposing a statement (for instance question number six 
of the questionnaire). Each respondents score can be used to prove the degree of positive/ 
negative attitude with regard to the researched phenomenon. 
  The five items relating to purchase (impulse, planned, influenced by surrounding 
atmosphere, out of boredom or out of cost considerations) are rated on a 5-point Likert type 
scale going from 1= total disagreement to 5= total agreement.  
  Finally, respondents indicated socio demographic data (age, gender), travel behavior 
(frequency and capacity) and purchase behavior at the station (frequency, location of the shop 
at the airport, preferential type of shop). 
  It took respondents on average only 8 minutes to fill out the questionnaire. In view of 
the fact that the questionnaire was relatively short and respondents were just waiting for 
entering the train, there is no reason to believe that answers are distorted due to time 
problems. 
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Chapter 4: Research Results 
4.1. Demographic analysis 
 
  Approximately 93,2% of the respondents shop at the station of Utrecht Central. Most 
of the passengers (63,5%) shop in the station hall, which are the retail outlets you pass when 
entering the station, and about 29,7% buy their products near the platform. Respondents till 
the age of 40 years are the most representative and approximately 90% of them travel two or 
more than four days a week by train. The data revealed that many passengers consumed 
according to their travel behavior. Business people on average spent consumed more than the 
two other type of travelers. 
Food and beverages were bought by most of the respondents (58,7%), followed by 
convenience products (17,9%) and leisure products (9,6%), suggesting that most people buy 
products with a quick-stop shopping goal. Station shoppers are time conscious, so the time 
spent at the desk has to be at a minimum. People are less interested in services and speciality 
products. Most respondents were students, followed by business and leisure travelers. 
                    
Table 4: profile of the respondents (n=150) 
 
Characteristic     %   Characteristic        % 
Gender        Frequency of traveling by train 
Male                                                 33,3%                    4 days or more a week  44,0% 
Female              67,7%   2 till 3 days a week                                        26,7% 
         1 day a week                                                  13,3% 
Age        2 till 3 days a month                                      10,7% 
Under 20                9,0%   less than 1 day per month    5,30% 
20-29              50,3% 
30-39                                                20,7%   Frequency of buying  
40 or over              20,0%   Everytime I travel     12,0% 
         1 to 3 times a week     34,0% 
Capacity of the traveler            1 to 3 times a month    28,0% 
Business                37,0%   Less than once a month    23,3% 
Student                                55,0%   Never       2,7% 
Leisure                                                                        8,0% 
   
Location of the shop        Preferential type of shop 
Near the platform               29,7%   Convenience                    17,9% 
In the stationary hall                                63,5%   Speciality       7,8% 
Other                 6,8%   Food & Beverages    58,7% 
         Passenger service facilities                      6,0% 
        Leisure facilities      9,6% 
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4.2. Hypothesis testing 
   
  To test the hypotheses, Structural Equation Modeling (SEM) is employed. A 
confirmatory factor analysis has already been undertaken on the data in existing literature to 
verify the uni-dimensionality and reliability of the scales, which are used to measure the 
shopping motives and to demonstrate the convergent, discriminant and predictive validity of 
these constructs. The SmartPLS software package is used in this study to assess the 
measurement and structural model characteristics of path-based SEM quantitative models 
using a partial least squares (PLS) approach. 
  The measurement model proposed for this analysis conceptualizes shopping motives 
antecedents as 3 uni-dimensional constructs ( i.e. travel-related shopping motives, utilitarian 
and hedonic shopping motives). SEM assesses the degree to which the hypothesized structure 
of items is capable of representing the relationships in the data. Each path corresponds to one 
hypothesis. 
  To test H1, H2 and H3, two Principal Component Analyses with Varimax rotation are 
applied in Geuens airport study on the 14 items measuring shopping motives. Reliability of 
the scales is tested using the Cronbach alpha. A items have a loading above 0.6, indicating 
internal consistency (Hulland 1999). The loadings per item are displayed  in table 3 in order to 
judge internal consistency. The loadings can also be considered as correlations. The cut-off 
value to ascribe items to a factor is (1) a minimum factor loading  of 0.5 (Hulland suggests 
that items with loadings below 0.5 should be dropped) and a maximum loading of 0.3 on 
another factor and (2) deleting the item does not imply an increase in the factor’s Cronbach’s 
Alpha. With a total alpha value of more than 0.6 the items consisting of shopping motive 
dimensions are considered to represent a measure of good internal consistency. Three latent 
dimensions (previously described) explaining 58,6% of the variance were retained (see Table 
3), as said: 
1. A travel-related dimension: 
2. An utilitarian dimension; 
3. A hedonic dimension. 
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Table 3: Station shopping motive dimensions 
 
      Factors 
       
      Travel-related  Utilitarian                              Hedonic 
Service       0.664 
Pre-planned purchase (reversed)    0.742 
Impulse purchase      0.769 
Purchase out of boredom     0.673 
Purchase because of atmosphere    0.675 
Souvenir /promotion        0.700    
Indulge purchase         0.612  
Convenience           0.659 
Price             0.841 
Quality            0.535 
 
Product assortment           0.502 
 
 
Cronbach’s alpha      0.66    0..62   0.60 
 
  Lastly the construct validity is assessed. Construct validity refers to in how far the 
variation in the endogenous latent variables is accounted for by the constructs. An 
indicator for construct validity is the R squared. The model counts three latent 
variables: Travel related motives with a R2 of 0.323, hedonic motives (R2: 0.467) and 
satisfaction (R2: 0.402). All variables show acceptable R2 levels.   
 
  In SmartPLS the path coefficients are produced using a bootstrapping procedure. 
SmartPLS produces the new sample and calculates the path coefficient estimates. The 
bootstrapping procedure is essentially a re-sample using the available observations as a basis. 
The bootstrapping procedure increases the sample which is claims to model the unknown 
population (Henderson 2005). The sample size of 150 observations was increased to 500 re-
samples using this bootstrapping method and provides the data from which conclusions can be 
drawn. SmartPLS produced the new sample and calculated the path coefficient estimates.  
  The results can be found in table 4. The analysis reveals several differences between 
the three shopping dimensions. Specifically, travel-related shopping is driven by station 
related dimensions, whereby shopping motives are influenced by the station-atmosphere and 
station-infrastructure. On the contrary utilitarian and hedonic shopping dimensions are more 
 41 
routine in nature. A 5% significance level (t-value: 1.68) is used as a statistical decision 
criterion. Each path corresponds to one hypothesis.  
 
 
Table 4: Hypothesis testing 
 
   
  On the basis of the foregoing, we can conclude that the data generally supports H1, 
H2, and H3. The paths are significant, and the coefficients are positive. This indicates that the 
three uni-dimensional constructs have positive influences on station shopping. A wide range 
of motives – including utilitarian, hedonic, and travel related shopping motives (station-
atmosphere and station-infrastructure related) – seem to drive station shopping. On the one 
hand the station atmosphere dramatizes routine shopping due to the element time. On the 
other hand, travelers make shopping part of traveling. Consumers shopping trips could be 
much more planned to be linked to the travel process – buying food for dinner at AH to Go. 
No pure social motive dimension was detected, probably due to the fact that the questionnaire 
did not contain many items probing social motives. Another reason could be that the station 
related motive incorporates some of the social motives traditionally found in home-grocery 
shopping.  
 
 
 
 
 
 
 
 
 
Hypothesis Relationship Coefficient T-Statistic P-value Conclusion 
H1: Travel-related motives  railway shopping 0,131 3,479 0,000 Supported 
H2:   Utilitarian motives  railway shopping 0,501 3,336 0,000 Supported 
H3:   Hedonic motives  railway shopping 0,080 4,908 0,000 Supported 
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Recapitulation of the research results 
 
 
 
 
Figure 5: The theoretical proposed model (incl. coefficients and t-statistics) 
 
 
 
 
 
 
 
Hypothesis Relationship Coefficient T-Statistic P-value R square 
H1: Travel-related motives  railway shopping 0,131 3,479 0,000 0,323 
H2:    Utilitarian motives  railway shopping 0,501 3,336 0,000 0,467 
H3:    Hedonic motives  railway shopping 0,080 4,908 0,000 0,402 
Shopping in a 
station 
Impulse purchase 
 
Pre-planned purchases 
Purchase out of boredom 
Purchase because of 
atmosphere 
Service in the shops 
Promotions/demonstration 
Indulge purchase 
 
 
 
Convenience 
Price 
Quality 
Product assortment 
 
0,13 (3,48) 
 
0,50 (3,34) 
0,08 (4,91) 
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Chapter 5: Discussion and Conclusion  
5.1. Discussion 
   
  For the greater part the model turns out to be valid. The model was developed using 
literature which was mainly focused on the traditional shopping markets – by researching 
factors in common with in traditional markets. This study represents an important first step in 
extending the general shopping literature to another context, namely station-related shopping 
behavior. The railway industry is unique. Quite a lot of studies deal with shopping motives 
and shopper typologies, but either they pertain to home-, clothing or grocery shopping and not 
to station shopping. In the view of the interrelationship between shopping and traveling, the 
increasing number of travelers, and the rising amount of shops and sales at the stations, 
retailers realized that waiting passengers could be a lucrative source of revenue and increased 
their involvement in stations. Despite these changes dictated by commercial activities, station 
retailing and its customer shopping motives remain an under researched area of study. There 
are only few industries in which the acceptance levels of travel related shopping are as high as 
in the railway industry. The literature identifies only one, the airline industry. The results of 
this study should not be generalized beyond the railway industry. With the time constraint 
shopper, the future might bring some industries to a comparable level. 
 
  Although the results are mainly consistent with literature, some differences also exist.  
The way consumers infer a motive for station shopping seems to be different from a 
traditional market. Where most shoppers indicate they would prefer larger stores where they 
can find a wide range of products, the data show that consumers prefer to shop at convenience 
shops where they need to buy only a few things. This supports previous study, which finds 
that convenience has to do with reducing consumers’ time or effort in shopping (Berry, 
Seiders, and Grewal, 2002). The most salient attributes for travel related shoppers are related 
to the quick-stop dimension of convenience. For example, the most important factors for 
consumers are service in the shop and convenience.  
  The data also show that consumers valuate price as a important factor. Despite that the 
higher price level come without any justification, and the practice is still accepted and 
regarded fair.  
The consumer has knowledge of the practice and has learned to accept it. Commercial 
exploitation by NS becomes a justification for the higher prices because the consumer 
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understands it. The knowledge and the norms have developed in such a way over the years 
that the pricing rules become a justification in itself (despite the fact that there are limitations 
on pricing). 
 
Limitations and recommendations for further study 
  There are a couple of limitations to this study. First this research is limited in scope 
since it focuses primarily on the station of Utrecht Central. At the same time, the station 
industry is quite unique. Only few other stations enjoy such a high level of commercial 
activities. The results of this study might therefore differ for other stations.  
  Second it should be mentioned that the questionnaire was written in English, while 
most of the respondents were not native English speakers. This combined with the time 
constraints train passengers experience in a station setting, shows a few limitations. It is 
unclear how this affected the data. 
  The model needs further validation in the station setting. Concerning research 
suggestions, further study is called for to check whether the Utrecht Central Station findings 
also hold for other stations. Furthermore future study could focus on specific parts of the 
model and compare the results to the results in the traditional shopping outlets. The 
differences between shopping in a station setting and the traditional shopping settings are not 
quite clear. Further study is needed to compare travel-related shopping and general shopping, 
and could include for example more items measuring social motives in order to test the 
influence of social motives on station shopping. 
 
 
5.2. Conclusion 
   
In the railway sector there is a great deal of interest in objective time but hardly any in 
passengers’ subjective experience of time. With the commercialization of stations the NS is 
becoming increasingly aware that transforming the waiting time at the station into useful, 
enjoyable or pleasant time adds value to the train journey. By providing activities that people 
appreciate at stations, passengers can gain time while travelling: passengers will find waiting 
more pleasant and the waiting time will appear to be shorter. The focus of this thesis is on 
how time itself is experienced and how the waiting environment can be improved by 
researching the shopping motives of train passengers. The research question in this research 
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thus reads: What are the main motives for train passengers to shop at stations retail outlets 
(by which the customer could be better served)? 
  Because, if these motives could be identified, it may be possible to select potential 
shoppers beforehand and effectively stimulate stations as shopping centers within the 
Netherlands. As a result this makes the waiting time at stations more pleasant and/or shorten 
the perception of waiting time. The study has entailed an analysis of the shopping motives of 
travelers doing Utrecht Central Station. 
   It can generally be concluded that travelers seems to be driven by traditional needs 
such as utilitarian and hedonic motives on the one hand. Utilitarian shoppers are in a hurry 
have limited time and they will thus want to orient themselves quickly, make a hasty purchase 
and remain in control of the travel process. Travelers shop with a quick-stop shopping goal. 
They shop because of convenience – for instance consuming their products (mostly food and 
beverages) during their waiting process. Hedonic shoppers are the opposite and have more 
time on their hands, wish to spend it leisurely and are thus more receptive to surprises and 
distraction.  
  And on the other hand passengers are driven by travel-related needs such as station-
atmosphere-related and station infrastructure-related motives. Waiting passengers are 
receptive to environmental stimuli so as to be distracted from the unpleasant wait. We have 
demonstrated that adding the correct environmental stimuli, namely station shops, can 
strengthen the passenger waiting time. In terms of a marketing strategy for station retail 
outlets, retailers have to bear in mind that about 71% of the shopping travelers pre-plan 
purchases and prefer convenience products. The other 29% are in for impulsive purchases 
when triggered by a pleasant atmosphere. Most travelers indicate they would prefer stores 
where they can find a wide range of products or shops located directly alongside the 
passenger flow. As said by suction of these must-see shops the consumer will be attracted 
easily by the signals of the impulse shops surrounded. 
 The results of this study have shed new light on the relationship between the 
environment and the waiting experience, including the differentiation between goal- and less 
goal directed passengers. With these insights, measures can be taken to ameliorate the station 
and waiting experience as well as being applicable for enhancing the busy areas of other 
utilitarian and hedonic service providers, such as hospitals and shopping malls. 
 Other results show that travelers who shop strive less for achievement, they deliberate 
less, are more impulsive and are less curious. These results are more remarkable because they 
are counterintuitive concerning the hypotheses of the study. 
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  We recommend NS to discuss the station as a shopping center from the perspective of 
passengers’ needs and the time they spend there with the aim of alternating the stimuli they 
experience during the travel process and thus meeting their varying needs as optimally as 
possible. By specifically tailoring the customer needs during the waiting experience, NS can 
possibly make the journey more pleasant.   
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Appendices 
Appendix 1 – Questionnaire 
Dear respondent, 
Thank you for taking the time to fill out this questionnaire. It will take about 8 minutes. 
The following section will present a scenario where you are confronted with shopping on the 
Utrecht Central station. Please read this scenario carefully and imagine to be in it before 
filling out the questionnaire. 
All information gathered in this questionnaire is anonymous and will be used for this 
research only. 
PART 1: Opinions about traveling by train and the facilities offered by stations.  
 
 
  1.  
 
Likert type scale - In welke mate zijn de volgende stellingen op u van toepassing? 
 
     total disagreement  total agreement  
  
Shopping at the station is part of traveling      
  
Prices at the station are attractive      
  
Stations should not resemble shopping malls      
  
I compare prices in the station with prices in the 
city 
     
  
I like pondering in shops without buying      
  
 
  2.  
 
5 point Semantic differential - In welke mate zijn de volgende stellingen op u van toepassing? 
 
 
A. Stations are merely terminuses (terminals) for trains  
 
versus  
 
B. Stations need to continue developing commercial activities 
     total disagreement  total agreement  
  
answer A        
  
answer B        
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  3.  
 
A. Station shops should offer the widest range of products possible  
 
versus  
 
B. Station shops should continue offering mainly convenience goods (gemaksgoederen) 
 
     total disagreement  total agreement  
  
Answer A        
  
Answer B        
  
 
  4.  
 
A. Station shops have to be centralized at one point  
 
versus 
 
B. Station shops must be spread throughout the building or located near the platform (perron) 
 
     total disagreement  total agreement  
  
Answer A        
  
Answer B        
  
 
  5.  
 
A. Traveling by train remains expensive  
 
versus 
 
B. Train tickets have to become inexpensive 
 
     total disagreement  total agreement  
  
Answer A        
  
Answer B        
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  6.  
 
A. Traveling by train is very relaxing  
 
versus 
 
B. Traveling by train excites me and/or makes me nervous 
 
     total disagreement  total agreement  
  
Answer A        
  
Answer B        
  
 
  7.  
 
A. The time to shop is too short  
 
versus  
 
B. The time between entering the station and entering the platform is long enough to shop. 
 
     total disagreement  total agreement  
  
Answer A        
  
Answer B        
  
 
  8.  
 
A. My purchases are pre-planned  
 
versus  
 
B. My purchases are impulsive 
 
     total disagreement  total agreement  
  
Answer A        
  
Answer B        
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PART 2: Shopping motives  
  
 
  9.  
 
9-item scale - In hoeverre zijn onderstaande aspecten op u van toepassing als het gaat om het doen van een 
aankoop op een treinstation? 
 
 
Tangible and non-tangible aspects of station shopping 
The reason I shop at a station is because of.. 
 
     Strongly disagree Strongly agree  
  
Convenience (gemak)           
  
Attractive prices           
  
Service in the shops           
  
Wide product assortment           
  
Crowded shops (drukbezette winkels)           
  
Speed of service at the desk           
  
Quality of the goods offered           
  
Possibility to buy souvenirs, promotions and 
demonstrations 
          
  
Buying to indulge yourself (zich zijn zin geven)           
 
 
  10.  
 
5 item scale - Welk van de onderstaande beweegredenen zijn op u van toepassing als het gaat om de 'aard 
van de aankoop'? 
 
Nature of the purchase 
 
 
My purchases are .. 
 
     total disagreement  total agreement  
  
Impulsive      
  
Planned      
  
Influenced by surrounding atmosphere 
(omgeving) 
     
  
Out of boredom (verveling)      
  
Out of cost considerations      
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11.  
 
5 item scale - Welk van de onderstaande beweegredenen zijn op u van toepassing als het gaat om de 'aard 
van de aankoop'? 
 
 
Nature of the purchase 
 
 
My purchases are .. 
     total disagreement  total agreement  
  
Impulsive      
  
Planned      
  
Influenced by surrounding atmosphere 
(omgeving) 
     
  
Out of boredom (verveling)      
  
Out of cost considerations      
  
 
  
 
PART 3A: Social demographic data  
  
 
  12. 
 
What age bracket are you? 
under 20 
20-29 
30-39 
40-49 
50-59 
60 or over 
 
  
 
  13. 
 
What is your gender? 
Female  
Male 
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PART 3B: Travel behavior  
  
 
  14. 
 
How often do you travel by train? 
4 days a week or more 
2 till 3 days a week 
1 day a week 
2 till 3 days per month 
1 day per month 
less than 1 day per month 
 
  
 
  15. 
 
What kind of traveler are you? 
Business 
Student 
Social/Recreational 
 
  
 
  
 
PART 3C: Purchase behavior at the station  
 
 
  16. 
 
How often do you make a purchase on a station? 
Everytime I travel 
One to three times a week 
One to three times a month 
Less than once a month 
Never 
 
 
  
 
  17. 
 
Whats the location of the shop in the station where you make the purchase? 
Near the platform (kiosk) 
In the stationary hall (all shops you pass by entering the station) 
Other 
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  18. 
 
What is your preferential type of shop? 
Convenience 
Speciality 
Food & Beverage (drink) 
Passenger service facilities 
Leisure facilities 
 
  
 
 
Appendix 2 – Code of data 
 
Item Code of data 
Service 
Pre-planned purchase 
Impulse purchase 
Purchase out of boredom 
Purchase because of atmosphere 
TRAV1 
TRAV2 
TRAV3 
TRAV3 
TRAV4 
Souvenir/promotion 
Indulge purchase 
EXP1 
EXP2 
Convenience 
Price 
Quality 
Product assortment 
FUNC1 
FUNC2 
FUNC3 
FUNC4 
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Appendix 3 – Factor loadings 
 
 Travel-related                Hedonic               Utilitarian 
TRAV1 
TRAV2 
TRAV3 
TRAV4 
TRAV5 
0.664 
0.742 
0.769 
0.673 
0.675 
EXP1 
EXP2 
                                        0.700 
                                        0.612                                       
FUNC1 
FUNC2 
FUNC3 
FUNC4 
                                                                 0.659 
                                                                            0.841 
                                                                            0.535 
                                                                            0.502 
 
